The Sales & Marketing Questionnaire
Introduction:

It goes without saying that this document is of a highly sensitive nature. It is to be treated in the strictest confidence between both parties.

It is broken down into 10 segments…

· Company Information

· Product and Service Information

· Past Marketing Activity

· Current Numbers

· General Marketing Information

· Customer Information

· Competition

· Business Multiplier 1: Lead Generation

· Business Multiplier 2: Sales Conversion

· Business Multiplier 3: Customer Maximisation

Please Note: Some of the questions have 3 asterisks *** beside them. This signifies that you need to research this question further. Don’t just take the business owner’s answer as correct! PLEASE DELETE THIS NOTE WHEN PRESENTING YOUR RESULTS TO THE CLIENT.

Let’s get started…

Company Information:

	1. Contact Name (s):

	      Phone:

	      Email:

	     

	2. Company Name:

	

	3. Industry/Sector:

	

	4. Address:

	

	

	5. Website Address/URL:

	

	6. Do you have more than one office?  If you do, where are they located?

	

	

	

	7. What staff do you have and what are their responsibilities? (Complete organisational chart on the next page as well)

	

	

	

	

	

	

	

	

	

	

	8. If you have a marketing director/manager, explain their duties and how well they function relative to their objectives:

	

	

	

	

	

	

	

	

	9. Describe what your business or company (not your product) does (what you sell, how you sell it, and who you sell to, by industry, commercial category, or specific niche). Explain it as though you were talking to someone outside your industry:

	

	

	

	

	

	

	


Organisation Chart (Executive Level)


Product & Service Information

Describe the products/services (top 3) you offer…

	PRODUCT/SERVICE 1: Description/Name:

	

	

	1. How does your customer benefit from using this product/service?

	

	

	2. What do your customers really want… from their point of view, from this product/service? (Be specific. Don’t just answer a ‘quality product’, ‘low prices’, or ‘outstanding service’.)

	

	

	3. How does this product/service solve those wants for your customers?

	

	

	4. What problem(s) does this product/service solve for the customer?

	

	

	5. Why should a customer purchase this product/service?

	

	

	6. Who else sells this product/service?

	

	

	7. Why do people buy this product/service from your competition rather than from you?

	

	

	8. Regarding this particular product/service, what does your competition offer that you either cannot or do not?

	

	

	9. Regarding this particular product/service, what can you offer that your competition either cannot or does not?

	

	

	10. What other products or services could your customers logically want or purchase from you that could help them get more use, benefit, value or advantage from their purchase of this product/service?

	

	

	11. Do you have those other products/services? If not, why not?

	

	

	12. What would make it irresistible for your customers to purchase this product/service from you?

	

	


	PRODUCT/SERVICE 2: Description/Name:

	

	

	1. How does your customer benefit from using this product/service?

	

	

	2. What do your customers really want… from their point of view, from this product/service? (Be specific. Don’t just answer a ‘quality product’, ‘low prices’, or ‘outstanding service’.)

	

	

	3. How does this product/service solve those wants for your customers?

	

	

	4. What problem(s) does this product/service solve for the customer?

	

	

	5. Why should a customer purchase this product/service?

	

	

	6. Who else sells this product/service?

	

	

	7. Why do people buy this product/service from your competition rather than from you?

	

	

	8. Regarding this particular product/service, what does your competition offer that you either cannot or do not?

	

	

	9. Regarding this particular product/service, what can you offer that your competition either cannot or does not?

	

	

	10. What other products or services could your customers logically want or purchase from you that could help them get more use, benefit, value or advantage from their purchase of this product/service?

	

	

	11. Do you have those other products/services? If not, why not?

	

	

	12. What would make it irresistible for your customers to purchase this product/service from you?

	

	


	PRODUCT/SERVICE 3: Description/Name:

	

	

	1. How does your customer benefit from using this product/service?

	

	

	2. What do your customers really want… from their point of view, from this product/service? (Be specific. Don’t just answer a ‘quality product’, ‘low prices’, or ‘outstanding service’.)

	

	

	3. How does this product/service solve those wants for your customers?

	

	

	4. What problem(s) does this product/service solve for the customer?

	

	

	5. Why should a customer purchase this product/service?

	

	

	6. Who else sells this product/service?

	

	

	7. Why do people buy this product/service from your competition rather than from you?

	

	

	8. Regarding this particular product/service, what does your competition offer that you either cannot or do not?

	

	

	9. Regarding this particular product/service, what can you offer that your competition either cannot or does not?

	

	

	10. What other products or services could your customers logically want or purchase from you that could help them get more use, benefit, value or advantage from their purchase of this product/service?

	

	

	11. Do you have those other products/services? If not, why not?

	

	

	12. What would make it irresistible for your customers to purchase this product/service from you?

	

	

	13. When was the last time you introduced a new product or service to your market? How well did it work and what was the reason for its success or failure?

	

	


Past Marketing Activity:

	1. When did you start the business?

	

	

	2. Why did customers buy from you in the beginning?

	

	

	

	

	3. When you initially set the business up, how did you get your customers?

	       (advertising, direct mail, referrals, cold calling, etc.)

	

	

	

	

	

	4. Which of the above activities were the most successful?  Please list from best to worst…

	

	

	

	

	

	5. Are you still using the most successful marketing activities? If not, why not?

	

	

	


	


Current Numbers:

	1. What was your annual turnover/gross profit in the last 3 years (if relevant)?

	

	Year
	Turnover
	Gross Profit
	+/-
	% +/-

	This Financial Year (predicted):
	
	
	
	

	Last Year:
	
	
	
	

	2 Years Ago:
	
	
	
	

	

	2. How long has this upward or downward trend been sustained?

	

	

	3. What factor(s) do you believe are responsible for the upward or downward trend?

	

	

	

	

	

	

	4. How many existing customers do you have (those that have bought from you in the last 12 months)?

	

	

	

	5. How many past customers do you have (those that haven’t bought from you during the last 12 months)?

	

	

	

	6. How many leads/enquiries do you generate each month from your current marketing activities?

	

	

	

	7. What is your overall sales conversion of these leads into sales?

	   Sales Conversion Rate (%) =  No. of Customers Generated From Total No. Of Leads






              Total No. Of Leads

	

	

	8. Approximately how many customers do you lose each year?

	

	

	

	9. How many referrals do you get from your customers each year? (total number)

	

	

	

	10. How often do your customers buy from you each year?

	

	

	

	11. What is the average transaction value of each order?

	

	

	

	12. What is the average time a customer keeps buying from you (years) – (the time on average customers buy from you before whatever reason they stop)?

	

	

	

	13. How many customers have you served since establishing your business?

	

	

	

	14. How much does it cost for you to acquire a new customer? (If you run an ad that costs £1,000 and you acquire two new customers, your Cost of Acquisition is £500.)

	

	

	15. What are the average sales and profits generated from a new customer in the first year?

	

	Average Sales:                                                        Profit:

	

	16. What is the “lifetime value” of your typical customer (i.e. how much profit will they generate for you over the entire period they do business with your company)?

	

	

	

	

	

	17. Right now, how much more business could you comfortably accommodate without having to add any more staff, machinery, equipment, move your premises, etc.?

	

	

	

	18. How much could you afford to spend on marketing over the next 90 days?

	

	


General Marketing Information:

	1. What do you really want from your business? Become filthy rich? Build a turnkey money machine? Position it for quick sale? Position it for high-pound sale in the future? What do you envisage being your ‘exit’ strategy?

	

	

	

	2. In what areas of the business is the majority of your personal time spent?

	

	

	

	3. Objectively and honestly, where should it be spent?

	

	

	

	4. What needs to be done to change the situation?

	

	

	

	5. What ongoing sales/marketing efforts do you personally get involved in today?

	

	

	

	6. How involved do you get with your customers?  And in what ways do you get involved (selling, taking orders, telephoning, etc.)?

	

	

	

	

	7. What’s your vision/goal for the business for the next:

	

	Period
	# of New Customers 
	Gross 

Sales
	Gross

Profit
	Other (non financial)

	12 Months:
	
	
	
	

	3 Years:
	
	
	
	

	5 Years:
	
	
	
	

	
	
	
	
	

	8. How much time do you and your employees dedicate to marketing each month?

	

	

	

	

	

	9. Do you provide incentive bonuses to your employees for suggesting and creating improved marketing methods for your company?  If you do, please explain:

	

	

	

	

	

	10. If you had as much money as you wanted, what would you do to improve your marketing? (i.e., what is your biggest marketing challenge or nightmare today?)

	

	

	

	

	11. What are your specific expectations of working with me in a consulting arrangement? 

	

	

	

	

	

	12. Do you hold regular training/sales meetings with your staff?

	

	

	

	

	13. How are the meetings received or viewed by the attendees?

	

	

	


Customer Information:

	1. Why do you think customers buy from you today? (saying ‘great service’, etc., doesn’t count – break it down)

	

	

	

	

	

	

	2. (If relevant) Why do you think you lose customers?  What can you do to reduce your losses?

	

	

	

	3. Do you think customers value your ‘customer service department’? Do they think it’s responsive to their needs?

	

	

	

	4. How do you deal with customer complaints? Do you have a system? Please explain:

	

	

	

	

	

	

	5. Describe a situation where you were able to turn an unhappy or disgruntled customer into a happy customer:

	

	

	

	

	

	

	6. What is the biggest complaint your customers have about your company and what are you doing to overcome this problem?

	

	

	

	

	

	7. What would you say is the one main frustration or irritation customers have with your industry? (please also list other frustrations)

	

	

	

	

	

	

	

	8. How can you solve these frustrations? 

	

	

	

	

	

	9. Who are your top 5 customers based on total sales over the last three years?

	

	Customer 1:

	

	Customer 2:

	

	Customer 3:

	

	Customer 4:

	

	Customer 5:

	

	

	10. How would you describe your ideal customer relationship?

	

	

	

	

	

	11. What geographic areas do your customers cover?

	

	

	

	

	12. *** Who is your target market (primary and secondary)?  For example, the group(s) of people/businesses who benefit most from the purchase of your product/service?

	

	Primary:

	

	Secondary:

	

	13. How did you decide on your target market (primary/secondary)?

	

	Primary:

	

	Secondary:

	

	

	14. Do your customers buy from you exclusively or do they use your competitors as well?

	

	

	

	

	

	15. Which sector of your market do you think offers the most potential for growth and profit? And why?

	

	

	

	

	16. Are you currently serving that sector? If not, why not?

	

	

	

	

	17. Who is your typical customer (profile/demographics, etc.)? Are they all kinds of people/companies, or can you identify the most probable prospects in your marketing area, and if so, who would they be?

	

	

	

	

	18. What proportion of your customers’ business do you have on average (25%, 50%, 75%, 95%, etc.)? 

	

	

	

	

	

	19. Why do you think your customers don’t give you all their business?

	

	

	

	

	

	20. How do you capture your customers’ and prospects’ names, addresses and contact numbers?

	

	

	

	

	

	21. Are they segmented into groups with similar buying habits/patterns? If not, why not?

	

	

	

	

	

	22. How many times a month do you contact your customers?

	

	

	

	

	

	23. Do you regularly solicit current customers to buy from you again? If so, how? If not, why not?

	

	

	

	

	24. When was the last time you contacted them?

	

	

	

	25. What was the occasion?

	

	

	

	26. Do you have your past customers in a computer database?         Yes          No

	

	

	27. How many past customers are there?

	

	

	28. Are past customers segmented into groups with similar buying habits/patterns? If not, why not?

	

	

	

	

	29. How often each month do you keep in touch with your past customers?

	

	

	

	30. Do you regularly solicit current past customers to buy from you again? If so, how? If not, why not?

	

	

	

	

	31. When was the last time you contacted your past customers?

	

	

	

	

	32. What was the occasion?

	

	

	

	33. What geographic areas do your past customers cover? (It may be the same as their existing customers – but worth looking at – just in case there’s a trend.)

	

	

	

	

	34. ***What is your approximate market size (i.e. the number of people in your market sector who could become customers), and what is your share of this market?

	

	

	

	

	

	

	35. When you create a new customer for your business or profession, who else have you indirectly created a new customer for?

	

	

	

	

	

	


Competition:

	1. ***Who are your biggest competitors, and do they offer anything that you don’t?

	

	

	

	

	

	

	

	

	

	

	

	

	2. ***If your competitors do have an advantage(s) over you, do they capitalise on it and if they do, what can you do about it?

	

	

	

	

	

	

	

	3. ***What is your competition’s biggest failing and how can you capitalise on it?

	

	

	

	

	

	

	

	

	4. ***What advantages do you have over the competition? Are you capitalising on them? If not, why not?

	

	

	

	

	

	

	

	

	5. How do your competitors market themselves (what types of activities – i.e. advertising, direct mail, telemarketing, etc.)? 

	

	

	

	

	

	

	

	

	

	

	

	6. Are you doing the same things as them? If not, why not? 

	

	

	

	

	

	

	

	

	7. Do you buy from your competitors to keep track of what they’re doing (both right and wrong)? If so, what have you learned that has helped you refine and better focus your overall business strategy? If you are not doing this, why not?

	

	

	

	

	

	

	

	

	

	

	

	


Business Multiplier 1: Lead Generation:

	1. What are your current lead generation marketing activities (advertising, direct mail, direct sales, web, email marketing, etc.). List all activities, costs, frequency, numbers sent, etc. Also make sure you get copies of all the material they’re using. 


	Activity
	Using Now


	Used Before
	Cost
	Leads
	Customers Produced
	Gross Sales
	Frequency Of Activity
	Volume (if relevant)

	Offline Advertising:
	
	
	
	
	
	
	
	

	· Newspaper Advertising
	
	
	
	
	
	
	
	

	· Magazine Advertising
	
	
	
	
	
	
	
	

	· Trade Magazine Advertising
	
	
	
	
	
	
	
	

	· Classified Advertising
	
	
	
	
	
	
	
	

	· Yellow Pages Advertising
	
	
	
	
	
	
	
	

	· Radio Advertising
	
	
	
	
	
	
	
	

	· TV Advertising
	
	
	
	
	
	
	
	

	· Fax Advertising
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Direct Mail:
	
	
	
	
	
	
	
	

	· Sales Letters
	
	
	
	
	
	
	
	

	· Postcards
	
	
	
	
	
	
	
	

	· Leaflets
	
	
	
	
	
	
	
	

	· Flyers
	
	
	
	
	
	
	
	

	· Inserts
	
	
	
	
	
	
	
	

	· Brochures
	
	
	
	
	
	
	
	

	· Catalogues
	
	
	
	
	
	
	
	

	· Newsletters
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Online/Internet:
	
	
	
	
	
	
	
	

	· Website
	
	
	
	
	
	
	
	

	· Opt-in Strategy
	
	
	
	
	
	
	
	

	· Email Marketing
	
	
	
	
	
	
	
	

	· Banner Advertising
	
	
	
	
	
	
	
	

	· Autoresponder Follow-Up
	
	
	
	
	
	
	
	

	· Search Engine Optimisation
	
	
	
	
	
	
	
	

	· Pay Per Click Advertising
	
	
	
	
	
	
	
	

	· Google Ad Words
	
	
	
	
	
	
	
	

	· Articles
	
	
	
	
	
	
	
	

	· Online Newsletter
	
	
	
	
	
	
	
	

	· Search Engine Submission
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Types Of Offers:
	
	
	
	
	
	
	
	

	· Free Trials
	
	
	
	
	
	
	
	

	· Free Samples
	
	
	
	
	
	
	
	

	· Free Consultations
	
	
	
	
	
	
	
	

	· Free Estimates
	
	
	
	
	
	
	
	

	· Free Coupons
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	General Activities:
	
	
	
	
	
	
	
	

	· Case Studies
	
	
	
	
	
	
	
	

	· Tip Sheets
	
	
	
	
	
	
	
	

	· Press Releases
	
	
	
	
	
	
	
	

	· Seminars
	
	
	
	
	
	
	
	

	· Joint Ventures
	
	
	
	
	
	
	
	

	· Special Reports
	
	
	
	
	
	
	
	

	· Special Events
	
	
	
	
	
	
	
	

	· Hospitality
	
	
	
	
	
	
	
	

	· Community Involvement
	
	
	
	
	
	
	
	

	· Networking
	
	
	
	
	
	
	
	

	· Sponsorship
	
	
	
	
	
	
	
	

	· Promotional Items
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	Others Not Covered Here:
	
	
	
	
	
	
	
	

	· 
	
	
	
	
	
	
	
	

	· 
	
	
	
	
	
	
	
	

	· 
	
	
	
	
	
	
	
	


	2. ***What is your Company’s Unique Perceived Benefit or UPB?  (Why do Customers buy from you?  What sets you apart from your competition?)

	

	

	

	

	

	

	

	

	3. ***What is the Unique Perceived Benefit or UPB for each of your top 5 products or services? 

	

	Product/Service 1:

	

	

	Product/Service 2:

	

	

	

	Product/Service 3:

	

	

	

	Product/Service 4:

	

	

	

	Product/Service 5:

	

	

	

	4. Do you use your UPB on all your communications to customers and prospects (people and organisations that have a need for your product/service)?  If you do, please explain.  If you don’t, why not?

	

	

	

	

	

	

	5. Do you record and monitor the leads your activities produce?  If not, why not?

	

	

	

	

	

	

	

	

	6. How many leads do you generate from each activity listed above per month? How do you know?

	

	

	

	

	

	

	

	7. What approximate percentage of business does each marketing activity above produce for you?

	

	

	

	

	

	8. What is your lead generation cost per sale for each activity? (i.e. if your display ad costs £500 and you generate 2 sales, your cost per sale is £250. This figure helps you quickly analyse the effectiveness of each marketing activity.) 

	

	

	

	

	

	

	

	

	

	9. Do you have a written marketing plan that you adhere to?  If you do, please explain:

	

	

	

	

	

	10. What is your annual marketing budget?

	

	

	11. How is your budget allocated? (Is the plan based on a fixed budget, i.e. £500 a month for advertising, or is it a variable percentage of sales?)  Please explain:

	

	

	

	

	

	12. If you do keep records, what are the costs for each lead generation activity and the corresponding enquiries/sales figures?

	

	

	

	

	

	13. Do you use one-step or two-step lead generation or a combination of both? One-step lead generation asks for the sale there and then. Two-step lead generation generates qualified leads and turns them into customers by a process of two or more steps, i.e. an advert asks the prospect to send for a brochure, you would then follow up to make an appointment, then you would ask for the sale.  Please explain:

	

	

	

	

	14. Do you use or have you ever used direct response marketing techniques for all your lead generation activities (those designed to generate an immediate and measurable response)?  If not, why not?

	

	

	

	

	15. Do you have a supply of customer testimonials (a statement of praise from a satisfied customer)?  Do you have a system for acquiring testimonials?  If you have testimonials, how do you use them in your marketing activities?

	

	

	

	

	

	16. Do you or have you ever tried to reactivate previous customers and non-converted prospects?  Please explain:

	

	

	

	

	

	17. Do you test any of your advertising/mailings, etc., for effectiveness (i.e. headlines, offers, list, bullets, body copy, graphics/images, prices, position of adverts, size of adverts)?

	

	

	

	

	

	

	

	

	

	

	18. How do you get the names and addresses of your prospects (compile them internally from Yellow Pages®, List Broker, Chamber of Commerce, etc.)?

	

	

	

	

	

	19. What types of ‘offers’ do you use, or have you used, to help generate enquiries/customers?

	

	

	

	

	20. Do you offer ‘packages’ or ‘bundles’ of one or more complementary products/services to customers making a purchase? If so, how does the system work? If not, should there be such a system?

	

	

	

	

	21. Have you ever used telemarketing as a follow-up to a direct mailing? If yes, how effective was it? If not, why not? If you haven’t tested telemarketing follow-up, why haven’t you?

	

	

	

	

	22. Do you have any joint venture arrangements with any other companies to sell your products/services?

	

	

	

	

	

	

	23. Who would be an ideal or logical candidate to consider for joint ventures?

	

	

	

	24. If you attend trade shows, how many do you attend each year? When are they and what are their names?

	

	

	

	

	

	

	25. What is your main purpose in attending these shows? (Check all that apply):

	

	
	Lead generation for later appointments
	
	

	
	Demonstrating your products/services
	
	

	
	Selling products/services
	
	

	
	Other
	
	

	

	26. Do you own your own display?       Yes          No

	

	

	27. Does your booth attract attention and project the image you wish for your business? If not, why not?

	

	

	

	

	28. What is the idea behind the graphics? (i.e. demonstrate the features/benefits of your products/services, display the product/service in use, project the image of your company, etc.)

	

	

	

	

	29. How do you get prospects to stop at your stand? How effective is it?

	

	

	

	

	30. Describe the methods you use before the trade show (pre-show marketing):

	

	

	

	

	

	31. Describe what you do during the trade show:

	

	

	

	

	

	

	

	32. Describe what you do after the trade show (post-show marketing):

	

	

	

	

	

	

	33. Do you collect the names and addresses of everyone that attends your booth? If not, why not?

	

	

	

	

	34. How do you collect these names?

	

	

	

	

	

	35. Does this method attract qualified leads? And if so, how do you know?

	

	

	

	

	36. Do you have a system in place for following up on these leads after the show?

	

	

	

	

	

	37. Do you use a two-step trade show process to qualify your leads and then move them on to the next step in the buying process, or is it a one-step sale where you close them at the show?

	

	

	

	

	

	38. Do you visit other booths or displays while at the trade show, looking for joint venture opportunities or other promotional ideas?

	

	

	

	

	39. What trade organisations/associations do you belong to and do you attend their meetings and trade shows?

	

	

	


Business Multiplier 2: Sales Conversion:

	1. What system do you use to “guide” prospects through to becoming customers (sales conversion process/sales cycle)? Please explain how you go about converting a prospect into a customer. Include when you use things like brochures, etc.

	

	

	

	

	

	

	

	2. What are the most frequent objections you hear?

	

	

	

	

	

	

	3. Are you or your salespeople effective in dealing with those objections before the customer brings them up, or do you/they have effective and well-rehearsed answers to those objections?

	

	

	

	

	

	

	

	4. What do you do with the prospects you don’t close?

	

	

	

	

	

	

	

	5. Why might a prospect choose to not purchase from you after a sales presentation?

	

	

	

	

	

	

	

	

	

	6. ***If you record and monitor your enquiries and sales from your lead generation activities, what is your conversion rate for each activity (i.e. if your Yellow Pages® advertising generates 100 leads and 45 of them become customers, your conversion rate is 45%)?  Have you tried different methods to improve your conversion rate?  

	

	

	

	

	

	

	

	

	7. ***Do 80% of your sales come from 20% of your customers?

	

	

	

	8. ***Do you need to make money on the first transaction with customers, or would you be happy to only make money with repeat orders?  Please explain:

	

	

	

	

	

	9. Do you have a sales force?  If you do, how many do you have and how do you pay them (basic plus commission, etc.)?  Please explain:

	

	

	

	

	

	

	10. Have you tried different methods of payment and incentives/bonuses for your sales team?  What happened?  Please explain:

	

	

	

	

	11. What is your gross income per salesperson?  How could you improve it?

	

	

	

	

	12. Do you have a sales manager/director?  If you do, what are his/her responsibilities, targets, objectives, etc.?

	

	

	

	

	

	13. What sales training programmes or methods have you used in the past to train your salespeople?

	

	

	

	

	

	14. What type of ongoing training do you presently provide for your sales force, and at what frequency?

	

	

	

	

	

	15. Do you have seasonal selling periods?  If you do, what are they and have you tried anything to generate additional income in the slower periods (i.e. selling other complementary products or services)?

	

	

	

	

	

	

	

	

	16. Do you offer a guarantee or risk reversal? If not, why not? Please detail:

	

	

	

	

	

	

	17. If you use a quoting process for getting new customers, how do you explain the value of what you do? Please provide a sample quote:

	

	

	

	

	18. Do you have any incentives for multiple purchases? If so, explain. If not, why not?

	

	

	

	

	


Business Multiplier 3: Customer Maximisation

	1. Do you have a system for selling additional products/services of your own (or other companies) to your customers after the initial sale?  If you do, please explain:

	

	

	

	

	

	

	

	2. After the first sale with a customer, do you have a system to communicate with them and resell to them?  If you do, please explain.  If you don’t, why not?

	

	

	

	

	

	

	

	3. Do you actively seek referral business?  If you don’t, why not?  If you do, what is your system(s)?

	

	

	

	

	

	

	

	

	4. Who is in a position to refer customers to your business (apart from existing and past customers)?

	

	Suppliers:

	

	

	Associations:

	

	

	Centres of Influence:

	

	

	

	5. Do you make a concerted effort to communicate regularly with your customers to educate them about what your company does to help them?  If you don’t, why not?  If you do, what system do you use?

	

	

	

	

	6. Do you try to up-sell (moving your customer to a larger or superior alternative product/service – ‘Do you want to go large?’) or cross-sell (introducing a customer to an additional product/service that complements the one they are buying – ‘Do you want fries with that?’) to your customers?  If you don’t, why not?  If you do, please explain:

	

	

	

	

	

	7. How do you capture the sales, revenues, items of sales and frequency of purchase of your customers?  How do you use this information in your marketing?  Please explain:

	

	

	

	

	

	8. If you had a magic wand, would you rather attract more new customers or garner more money from your existing customers, and why?
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